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This paper, based on a comprehensive and systematic analysis of research results 
of the factors influencing customer loyalty in view of the paradigms of trade 
marketing and relationship marketing, constructs the integrative model of the 
relationships between factors such as service fairness, image perception and so on, 
that influence tourist loyalty, which begins with the tourist participation, mediated by 
consumption emotions, and mainly explores the generating process of tourist loyalty 
behaviors. The relationships of all factors and its’ influential mechanism on tourist 
loyalty are analyzed. And then, this paper discusses the rationality and feasibility of 
the integrative model of the relationships between factors that influence tourist loyalty 
on the basis of the paradigms of trade marketing and relationship marketing, and 
finally, compares the similarities and differences in the formation mechanism of 
loyalty between sightseeing tourists and rural tourists. The research findings are as 
follows:  
(1) Recognizing the influential mechanism of the core variables of the 
factors influencing tourist loyalty from the standpoint of the of trade marketing 
paradigms and relationship marketing paradigms 
    The current study further explores the correlation relationship between the core 
variables of factors influencing tourist loyalty that belongs to trade marketing 
paradigm, namely, service fairness, perceived value and so on, and that variables 
belonging to relationship marketing, namely tourist trust, and its’ influential 
mechanism on tourist loyalty. The research findings show that service fairness is the 
antecedent to service quality and perceived value, and service quality is the 
antecedent to perceived value, which impacts indirectly tourist satisfaction and tourist 
loyalty, mediated by consumption emotions, image perception and other variables. 
The effect of tourist trust on tourist loyalty shows different due to different tourist 
types that sightseeing tourist trust has no effect on their loyalty, while the rural tourist 















(2)Confirming the important role of consumption emotions on constructing 
the integrated model of factors that influence tourist loyalty 
The empirical analysis results of the integrative model of factors influencing 
tourist loyalty find that consumption emotions are influenced by the service cognitive 
elements such as service fairness, service quality, and perceived value and so on, and 
have an effect on tourist loyalty. Meanwhile, consumption emotions also have an 
indirect effect on tourist loyalty, mediating by the variables of tourist satisfaction, 
perceived image, and tourist trust and so on. The results described above account for 
that consumption emotion serve as a major mediator in the generating process of 
tourist loyalty, further confirming the rationality and feasibility of the integrative 
model of the relationships between factors that influence tourist loyalty mediated by 
consumption emotions. 
(3) Clarifying the important effect of variables including tourist 
participation, service fairness and image perception on achievement of tourist 
loyalty 
The research findings demonstrate that tourist participation, which has a 
significant effect on service cognitive elements, is mainly in pursuit of positive 
emotional experience and contributes to achieve tourist loyalty. Thus, the essence of 
tour and the role of tourist participation are certified. Furthermore, service fairness has 
an indirect effect on tourist loyalty mediating by consumption emotions and tourist 
satisfaction and so on. Image perception has a direct positive significant impact on 
intention to revisit and word-of-mouth, reflecting that service fairness and image 
perception are of paramount importance. 
(4) Revealing the intricate relationships between tourist satisfaction and 
tourist loyalty 
This paper examines the relationships between tourist satisfaction and the three 
dimensionalities of tourist loyalty (intention to revisit, word-of-mouth and search for 
alternative travel destinations), profoundly revealing the complicated relationship 
between tourist satisfaction and tourist loyalty. The current study demonstrates that 
tourist satisfaction directly and positively influences the intention to revisit and 















destinations is mediated by tourist types. Moreover, sightseeing tourist satisfaction 
has a positive and significant effect on search for alternative tour destinations, while 
the effect of rural tourist satisfaction on search for alternative travel destinations is 
significant and negative.  
(5) Explaining the similarities and differences in the formation mechanism 
of loyalty in different tourist types  
The current study, through a comparison of the two modified models of 
sightseeing tourist and rural tourist, states that there exist great similarities between 
different tourist types, as well as some differences. Specifically speaking, the 
similarities can be seen from the influential mechanism of the variables of service 
cognition; consumption emotions, tourist participation and image perception on 
tourist loyalty, and the generating processes of sightseeing and rural tourist loyalty 
include three stages of cognition, emotion and behavior. However, the differences are 
reflected in the different effect of tourist trust and tourist satisfaction on tourist loyalty, 
and sightseeing tourist are relative loyal tourists while the rural tourists are absolute 
loyal. 
On the basis of the above conclusions, this paper points out that the travel activity 
process is a combination of the processes of cognition, emotion experience, the 
generating of trade, and the building of relationships. These research conclusions 
confirm comprehensively the rationality and feasibility of the integrative model of the 
relationships between factors that influence tourist loyalty on the basis of the 
paradigms of trade marketing and relationship marketing, reflecting the universality, 
particularity and complexity of the phenomenon of tourist loyalty. Furthermore, the 
research findings affirm the essence of tourism, enrich and develop the theories of 
consumption emotions, integrated marketing, tourism market segmentation and 
tourism market competition, and other related ones, offering a new perspective for the 
research on the influential factors of tourist loyalty. Finally, it provides the theoretic 
implications for the implement of the strategy of tourist loyalty and the formulation of 
specific measures in tour destinations. 
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